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America’s five-billion-dollar hotel industry is a 
seismograph of general business conditions, for no 
other industry is so quickly sensitive to the slightest 
economic tremors of the country. Thus, to keep in 
the black while expanding, and to stay in the black 
after expansion, is an objective that calls for many 
things. 

It calls for smart management. It calls for sound 
financing. It calls for thoughtful public-relations. 
It calls for effective promotion. And, if the demands 
of 15,000 hotelmen are definitive, it calls for more 
and more paper of higher and higher quality. 

To supply paper to America’s expanding indus- 
tries means that America’s paper industry must. 
itself, expand. “Paper Makers to America” is now 
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doing just that. All its resources and resourcefulness 
are aimed at increased production and productivity 
. . . at making ever better the Mead Papers of the 
Mead, Dill & Collins, and Wheelwright lines. 

Whatever your business — whatever your paper 
needs — Mead merchants the nation over will do 
their utmost to fill your orders for “the best buy 
in paper today.” 


* x *& Mead offers a completely diversified line of papers in 
colors, substances, and surfaces for every printed use, in- 
cluding such famous grades as Mead Bond; Moistrite Bond 
and Offset; Process Plate; Wheelwright Bristols and In- 
dexes; D & C Black & White; Printflex; Canterbury Text 


and Cover Papers. 


MORE THAN ONE HUNDRED YEARS OF PAPER MAKING 


THE MEAD CORPORATION «© “PAPER MAKERS TO AMERICA” 


The Mead Sales Company, 230 Park Avenue, New York 17-Sales Offices: Mead, Dill & Collins, and Wheelwright Papers - Philadelphia - Boston -Chicago- Dayton 
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WHAT'S THIS ABOUT POSTCARDS: 


Ed Mayer will cover the postal 
situation and the hearings in Wash- 
ington in his “Playing Post Office” 
column ... but this reporter wants 
to add his two cents worth 
mostly about postcards. ‘This present 
fight on postal rates may be a good 
thing . . . to clear the picture. 


Users of the mail should ask why 
the Post Office and Post Office rates 
have to be a political football. Why 
doesn’t the Post Office get some 
mature thinking on the part of 
Congress . . . or somebody? 


Other departments of the govern- 
ment don’t show a loss, neither do 
they show a profit. You never hear 
any big clamor about raising the rates 
of the Department of Labor or the 
Department of Commerce. You only 
hear of the arguments among Con- 
gressmen about how much or how 
little the appropriations for those de- 
partments should be. Appropriations 
out of your tax money, that is. The 
Department of Commerce, the De- 
partment of Labor, the Department 
of Agriculture, and so on down the 
list are simply government and tax 
supported agencies. 


It just happens that the Post Office 
Department is the one revenue pro- 
ducing agency of the government .. . 
and it is supposed to show a profit no 
matter how much non-revenue work 
it handles. 


And that non-revenue work would 
amaze the average citizen. The Post 
Office Department is the flunky for 
every other department of the govern- 
ment. It handles tons upon tons of 
government mail. It ships, distributes 
and delivers the millions of pieces of 
tranked mail sent out by members of 
Congress. It distributes all sorts 
of government forms. The Post Office 
lobby bulletin boards are filled with 
all manner of information services 
available through your Post Office. 


The question is: “Why should all 
of this non-revenue producing work 
of the Post Office be included in its 
deficit ?” 


Why shouldn’t the Post Office be 
given an appropriation by Congress 
to repay it for the work it does for 


other government agencies and for 
the mail it delivers for Congressmen ? 
(The Post Office has asked for such 
an appropriation ... a figure of one 
hundred million . . . but even that 
figure is questionable?) 


Why shouldn’t the Post Office then 
be given another appropriation to re- 
pay it for the subsidies granted to 
various classes of mail by the members 
of Congress . . . for instance to air- 
mail, to rural free delivery, to free 
and county mail, to soldiers free mail, 
and to the second class publications ? 


Everyone knows that the low rates 
are actually subsidies. So if they are 
subsidies why shouldn’t Congress ap- 
propriate to the Post Office the money 
to cover those subsidies? 


After these sums have been issued 
to the Post Office . . . the balance of 
its work, the revenue producing work, 
should stand on its own feet. ‘The 
rates could be fixed in a business like 
way. 


As it is now... the so-called three 
hundred million dollar loss is a de- 
lusion. Before Congress raises rates 
across the board, this stumbling block 
and non-revenue producing work and 
of subsidies should be ironed out. 
That’s the only way any of us will 
ever find out how much it actually 
costs to deliver the various classes of 
mail. ‘The new proposed rates are 
supposed (when added to the hun- 
dred million asked for free service ap- 
propriation) to wipe out the deficit. 
But will they? 


Next to its free services for govern- 
ment agencies and Congress. the 
second big loss producer for the Post 
Office is the second class rate. ‘That 
costs the Post Office a hundred and 
60 million dollars a year ... or more 
than half of the so-called total deficit 
of three hundred million. Everyone 
knows in advance that the rates on 
second class will not be advanced 
very greatly. There’s too much pres- 
sure against it. here will be howls 
that increased rates will affect or 
injure freedom of the press. There 
will probably be a small increase, 
but not enough to cover the big de- 
ficit. All the rest is subsidy. For that 
the Post Office Department should 


get an appropriation. (The proposed 
new rates on 2nd class would theoret- 
ically knock only 33 million off the 
162 million deficit.) 


But let’s talk about postcards. 
Postcards are part of first class mail. 
First class mail pays a profit to the 
Post Office of one hundred million 
dollars. ‘There has been some vague 
talk that postcards cost the govern- 
ment more than | cent each... but 
of course there may be some mistake 
in the accounting method since a 
penny postcard looks and feels pretty 
insignificant when compared with a 
large publication which may be going 
through the mail at about the same 
price. For example, it costs less than 
1 cent per copy to mail The Reporter 
of Direct Mail Advertising under the 
second class rates. Surely it costs the 
Post Office a whole lot more in time, 
transportation, delivery service, etc. 
to deliver The Reporter than it does 
to deliver a penny postcard. 


But since postcards are part of the 
first class profit . . . why attempt to 
double the rate on this poor man’s 
method of correspondence and adver- 
tising? Even if the postcard actually 
showed a loss, wouldn’t it be a good 
idea to give a slight subsidy to the 
small business man and to the little 
people who use the postcard as a con- 
venient and economical form of com- 
munication ? 


According to Post Office figures 
there are approximately three billion 
post and postal cards used per year. 
The Post Office claims that about 
90% are used by business rather than 
individuals. The Post Office admits 
that the use of post and postal cards 
will be cut by about one third if the 
increase goes through. We think the 
Post Office is wrong. ‘The decrease 
will amount to much more. ‘The 
Post Office failed to include in its 
report the fact that most of the busi- 
ness users of the postcard are small 
business firms or individuals. 


We have just learned, for instance, 
from the Elliott Addressing Machine 
Company that there are 18,000 own- 
ers of Cardvertiser machines in the 
United States. That is the little ma- 
chine which will print a_ postcard 
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Try reading Direct Mail's only magazine each month. THE REPORTER is thx 
ofl val i. iwation of the Direct Mail J Advertising Association, but is edited 
independently by Henry Huke, w as, important developments 
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Are YOU worried about increased yoy 


to-date on the fight to a as 


Direct Mail is picking up. We are 
beginning to see signs of it. 
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More and more people are checking with us on postwar Direct Mail plans and copy 
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yeu the mails ot ol! t will pay you to keep uptodate by reading THE REPORTER loney Back if you arg aot October report will be mailed at once. 
requiorly. $300 per year. $500 for two years. Use the hand unique, economical order 
form on reverse side of this card © get on subscription hi THE REPORTER of Direct Mail Advertising e W7 best 42nd Street, New York 17, WN. Y. 
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os NEXT ISSUE of The a of Direct Moi! Advertising (out Februory 10) will cover the hottest and 
importont subject ng the users of the moil 


How to Cut Costs of 
PRINTING — MAILING 


Faced with rapidly soaring printing and mailing costs, slow deliveries, poor 
quality of processing and addressing services . . f the users of the 
mail ore up in arms .. . and worried. The Reporter has been flooded with 
questions and protests. We've just mode a rapid-fire survey of hundreds of 
business organizations whose livelihood depends tting sales or 
inquiries by mail. A summary of the findings with statements from the field 
iy the mails for influcacing ut ou to kee to dat 
See at eae Jen er eee ane wena, he Reporter fA bain Tr abrONTAN np 9500 pe a ate 
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De you want BRASS TACKS information eae ETS 


abeut Direct Mail? 


Facts, saan New Developments are highlighted in brief, easy you 
to-read re . in eac Y issue of the only magazine hundreds 
devoted suchusivcle to Direct Mai of them!) 


THE REPORTER is the official atid of the Direct Mail THE REPORTER 
Advertising Association, although edited independently by f°) 2" 3" 

Henry Hoke. Each month . . . special departments on (1) Mail 
Order (2) Post Office information (3) personal experience 
— from experts, and (4) critical analysis of nnd 


How much are tdeas worth? 


An idea may be worth $5.00 or $5000. to you. A reader in Warren, Michigan 
just wrote. “One little suggestion which we have used promises to be worth 
thousands to us in increased business.” 





EACH ISSUE of The Reporter contains dozens of ideas. Multiply these ideas 
by twelve monthly issues... and you will begin to see just how much you 
get for that small subscription price of $3.00 per year. 


§T°S A GOOD TIME right now to start again keeping in touch with Direct 
Muil activities. Check the other side of the card and mail back to us today. 
A copy of the current issue will be mailed to you at once. 
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Do you want AUTHENTIC FACTS 
- « - « about Direct Mail? 








THE BIG THREE 






















Mog 
Direct Mail—Direct Advertising—or Mall Order ke, Brief Description 
CR a ‘ n m Pap, Announcing a NEW yonyntnand a THE REPORTER appears 
All three ee. —— A cam be grouped ( ++ (1) Barrie Bell's Ary, hy ‘Ss 4 a, ~— 1941, THE REPORTER will monthiy—32 pages 842 = 1 
ender the term “F « «snd thet ie Course for Beginners in Direct Mail (a) ae Mail Order 4 14 %e os, ey he vind 37 Jo — '— pune for easy binding. lt ie 
the held covered we “THe REPORTER. news by Jim Mosely (3) Up-te-the- 40K 5 * "d tiny lt, ng dg! O enaag eSustien 2 oe See —" ame peblished end dined by Mears 
information by B4 28 “ ' Ne Jo NC a) 47 J conceraing Direct Mail Surveys will cover such + proper ¢. former execative manager 
THE REPORTER pasees slong theusands of ou by Jim Grady (4) Critics 4 A ™ tone; reeul methods of D envelopes ve celf-mailers; oe Mail Advertining 
%, wnprejudiced and sal ments, Te =. all forme of advertising riendly fashion erpen of iting list hendling: ¢ from teste, ete. ete THE REPORTER ie written in 
ports and criticiome on cerrent Direct Mail pieces, by * Starting January 1941 THE REPORTER will release the resulte of easy. breety, factual style. No 
rompeigns and And Mail jor survey cach th. The twelve surveys whee completed should long winded articles of opace 
te getting bark te full peacetime momentum 72 tice te te a year . . . and getting better and f . nite patiers for det ing Dirett Mail . Th ny WATER is comedered 
expect te have bets of ine ser . so say renewing If you want ecientibcally obtained cross-section of experiences . ¥ @ profes the authoritative voice of Direc 
then to pase venders. to keep ao-to-tem « on what is going on in the Direct needed set of rules for Direct Mail procedure See Thee Aa members a 
addit these short iteme and sonal expe- Mail Geld . REPORTER. Use 

+ ao from experts, we wl continee ae the convenient mw form on reverse side. . ae peareneneenapernanr OFFER ao game 5 @ é thelr 
lect N recders of THE wee THE REPORTER for source 

te: $3.00 for one year. $5.00 for two years. aaenten = oan ~ tiny will Ee ee 

REPORTER. Here ic « ioe Use thie enique order form. We will etert in bulletins and house ee 

THE asvonten of Direct Mall Reverting ally with January an curvey) leo — BUT ~ THE REPORTER crusades 
7 42nd St 7, N.Y. will ead » of 1960 without charge (Over, Please) gh. 2. il, - Mail 









THE REPORTER of Direct Mail Advertising - 17 East 42nd St. - N. Y. C. 





THE VOTES ARE COUNTED 


REMINDER 





Ringing the Sell... 
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from a stencil and address it. ‘These 
Cardvertisers are in the hands of 
small retailers or small manufactur- 
ers, churches, civic organizations, etc. 
throughout the country. If they are 
taxed another | cent per name, many 
of them will discontinue the use of 
postcards or cut down their use 
materially. 


Our friend Lawrence Hoffman of 
Reba Martin, Inc., New York City 
has shown us a letter received from 
4 small merchant in Texas. We'll 
quote it here: 


Wear Mr. Hoffman: 


As a regular user of postcards, the 
news about the contemplated increase in 
postcard postage is very disturbing and 
| am wondering if there is anything that 
we can do to defeat the proposed 
increase. 


As you know, postcard advertising has 
been my main advertising source. For 
the small merchant, it affords an oppor- 
tunity to personally contact customers and 
to do it often. We have found that the 
continuous use of postcards gets more 
results than an occasional elaborate mail- 
ing piece because it makes for the con- 
tinuity so necessary to a store in a small 
town with customers scattered over a 50 
mile radius. 


As a producer of postcards, I am hop- 
ing that you and other printers are mak- 
ing some effort to present the situation 
to the “powers that be” in Washington. 
If there is a postal increase, I am sure 
that my mailings will be curtailed at 
least 50%. With the present recession in 
business, I feel that this time is a par- 
ticularly bad one to discourage promo- 
tional effort on the part of the small 
merchant. 


Please let me know if there is anvthing 
I can do to help. 


Very truly yours, 

Al Rothfeld 

Kline’s 

Tyler, Texas 

The Reporter office and the head- 

quarters of the Direct Mail Advertis- 
ing Association are getting letters and 
telegrams and postcards from all over 
the country protesting against the 
increase in the postcard rate. Here’s 
a typical example: 
Dear Henry: 


I hope you’re on your toes protesting 
the increase in postcard and third class 
mail rates. 


The GI, the beginner, the small busi- 
ness has a chance to develop and build 
something if he can use this low cost 
method of advertising. If the rates be- 
come prohibitive all they’ll do is reduce 
the amount spent and the use made of 
this valuable medium. 


Certainly they are subsidizing the air 
mail—the home delivery service, and the 


THE REPORTER 


RFD, so third class rates should have 
some consideration if we’re going to try 
and maintain our present volume. 


Anything we can do to help? I’ve writ- 
ten the Congressional folks I know. 


Sincerely, 


W. H. Hobart 
The Hobart Bros. Co. 
Troy, Ohio 


Atter reading the hundreds of 
letters and telegrams and after sur- 
veving the field, we believe that the 
Post Office is wrong in its estimate of 
what an increase in the postcard rate 
would do. It will simply cut down 
the use of postcards and instead of 
returning an extra twenty million 
dollars to the Post Office, it may help 
to increase the loss. 


We believe that the small business 
men of the country should protest in 
loud voice to their representatives in 
Congress about this increase in the 
rostcard rate .. . especially when the 
Post Office is cluttered up with an 
antiquated accounting system which 
covers up the real sources of the loss. 
So go ahead and write to your 
Senators and Congressmen. ‘Try to 
make your voice heard along with the 
powerful forces which are lobbying 
to protect the subsidies they receive 


from the Post Office. 


It’s a difficult job... but if you 
vell loud enough, you may be heard. 


While we are on the subject of 
postcards . . . we had been planning 
for a long time to tell our readers 
how The Reporter itself uses post- 
cards to promote its business. We 
have been asked questions about our 
system many times. 


So on page 4 you will fihd a 
spread showing specimens of some of 
the postcards we have used over the 
past years. You will notice that on 
most of them we crowd the space with 
type. We've tried different experi- 
ments. Some with a lot of type, some 
with very little type. Tests seem to 
show that the more type we have on 
the card the better it pulls. You will 
notice, too, that we use the address 
side of the postcard for our order 
form. The recipient, if he wishes to 
subscribe to The Reporter, or buy 
books, simply checks the order form, 
attaches his check and encloses it in 
his own envelope. Postcards increase 
the use of profitable Ist class mail. 


We have found that the system 
works. It doesn’t follow the formulas 


for usual mail order selling . . . but 
we try to include all of the elements 
of the formulas in the one piece. . . 
so far as copy is concerned. 


We have found that a form like 
this can be used and should be used 
where the profit margin is small... 
where there is a delicate balance be- 
tween what you spend and what you 
get back. We have already told the 
Post Office that if the rate of the 
postcard is increased to 2 cents, that 
increased rate will wipe out prac- 
tically all of the profit which we 
figure on each mailing. 


That same condition will probably 
exist in thousands of other small 
businesses . . . and the postcard as an 
advertising medium will go into the 
discard. 


The Reporter will continue to keep 
vou up to date on what’s going on in 
Washington, but we can’t do the 
whole job alone. You will have to 
add your voice. 


e ‘ 
TYPING FOR 


PHOTO-LITHOGRAPHIC 
REPRODUCTION 


Floyd R. Judd, advertising man- 
ager of Spaulding-Moss Company, 
42 Franklin Street, Boston 10, Mas- 
sachusetts sends us interesting booklet 
entitled “Typing for Photo-Litho- 
graphic Reproduction.” Size 514’” x 
814’”", 10 pages. It was produced 
for the use of those who wish to 
prepare their own typewritten com- 
position for reproduction by photo- 
lithography or offset printing. Mr. 
Judd is willing to send a copy to 
anyone interested. 


* 
ATTENTION GETTER 


Herman Herst, Jr., the stamp ex- 
pert, who hangs his shingle at Shrub 
Oak, Westchester County, New York 
uses an interesting stunt on the back 
of his envelopes. Printed on the flap 
in blue ink from plate to simulate 
handwriting is this message : 


“P. S. I forgot to add that I 
shall look forward to the opportunity 
to serve you soon again! H. H. Jr.” 


The envelopes are used when send- 
ing stamps to folks who have ordered. 
It has made a hit among Herst’s mail 
order customers. 
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Get Direct Action 
with DIRECT MAIL 


There’s something mighty satisfying and dependable about pumping 
advertising directly into the most logical markets. Direct mail does 
this and gets traceable results that earn a profit. Believing that busi- 
ness wants ever better printing for greater sales and better business 
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dustry in producing fine papers and developing new ones. This is a 
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March, 1947, may some day be 
known as the month in which more 
people awakened to an _ understand- 
ing of the costs of “carrying the mail” 
than at any other time in the entire 
history of the Service. 


It was the month in which a 
steady and almost continuous stream 
of witnesses appeared before either 
the Senate or the House Civil Service 
and Postal Committees to protest 
(vigorously) the proposals of H. R. 
2408, which would increase rates of 
postage on mail matter of all classes 
except first class letters. 


In fact, although the hearings be- 
fore the House Committee should 
wind up about the first of April, the 
Senate is scheduled to hear testimony 
on April 8th from the National Pub- 
lisher’s Association, on the magazine 
rate proposals under second class, and 
among others, from the National 
Council on Business Mail, on the 
third and fourth class rates. And 
although Senator Langer, Chairman 
of the Senate Committee has ex- 
pressed the hope that April 8th will 
be the last day of open hearings, 
there’s no guarantee that they can 
be closed by that date. 


After the public hearings are over 
the Senate Committee will hold ex- 
ecutive sessions in which the Rail- 
roads, Steamship Lines and Air Lines 
(through the I.C.C. and the C.A.B.) 
will be heard (behind closed doors) 
on the subject of what’s going to 
happen to transportation charges that 
the Post Office now pays to the car- 
riers. The Railroad brief has already 
been printed and good authority has 
it that the I[.C.C. is considering al- 
lowing these same railroads an _ in- 
crease of 45% in the charges they 
make to the Post Office. From where 
we sit, it looks like a safe bet that all 
of the carriers will be permitted some 
increase . and thus the Postal 
deficit for 1948 will be fifty to sixty 
million dollars more than the present 
projection of approximately three 
hundred millions. 
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At about this point you’re undoubt- 
edly saying . . . that’s all lovely but 
what’s going to happen to rates... 
and when is the blow going to fall. 
We wish we knew the answers to 
both questions but we don’t and all 
Wwe can give you is our own purely 
personal opinion and our im- 
pressions of what’s been happening in 
Washington. 


We haven’t attended all the hear- 
ings in either the Senate or the House 
nor have we talked to every member 
of both Committees. But we’ve heard 
enough to know that with mighty few 
exceptions the testimony of prac- 
tically every witness has fallen into 
a set pattern. There’s been special 
pleading against every single pro- 
posed increase, and to quote one of 
the members of the Senate Commit- 
tee, it has taken the form of—“I don’t 
care what you do to the other fellow 
but please don’t do anything to me” 
... Along with this type of pleading 
has come attack after attack on the 
cost ascertainment system of the Post 
Office. Here again witness after wit- 
ness has denounced the system as 
being peculiarly unfair to his (or her) 
particular kind of mail. 

But if the witnesses followed a 
similar pattern in their attacks on 
Post Office methods of cost account- 
ing and pleading for their special 
cause, to the detriment of all others, 
the questions of Committee members 
(in both Houses) followed a pattern 
of their own. 


Time after time witnesses were 
asked for their suggestions on how the 
Postal Budget could be balanced. If 
the witnesses were unwise enough to 
suggest increases in a class of mail 
they didn’t use themselves, members 
of the Committee involved, were apt 
to be pretty caustic in their pointed 
comments. 

Before we give you OUR opinion 
of what seems likely to happen to 
postal rates, let’s get on the record our 
feelings about this Post Office cost 
ascertainment system that has taken 


such a beating whenever it has been 
mentioned. 


Probably no two accountants can 
ever agree on the best cost system for 
any single business but every 
accountant bases his recommended 
system on established and accepted 
business practice. Our disagreement 
is not particularly with the present 
system itself . . . although later on 
we'll list a few objections we have 
to it. 


Rather, we object strenuously to a 
so-called businesslike cost system for 
the Post Office on which Postal Rates 
are to be based when the Post Office 


is not run like an average business. 


The Post Office is a Government 
Agency ... and as such, many of its 
expenses must obviously be brought 
about by Political, (or Social) ex- 
pediency. ‘To prove our point... the 
Post Office must maintain thousands 
of small offices even though there is 
no possibility that they can ever be 
operated profitably. 


In business, such “branch offices” 
would be eliminated . . . but the Post 
Office can do no such thing. There are 
certain Congressional statutes that re- 
quire the establishment of Post Offices 

. . whether they will operate profit- 
ably or not. We’re not arguing or 
even inferring that these same small 
Post Offices shouldn’t be established 
. . . but we are saying that just as 
long as you have the present kind of 
a Political (or Social) setup, you'll 
never have a Post Office that can 
actually operate on a strictly business 
basis. And if that’s true, then ANY 
cost system that doesn’t take into 
account this Political (or Social) 
aspect cannot be used to fix rates. 


But even overlooking all of the 
above, we don’t think the present 
system is a particularly good one. 


Here is what we said about ]7' to 
both Committees in the brief we pre- 
sented on behalf of the members of 
the Direct Mail Advertising Asso- 
ciation. 


“We. do not believe that the present 
system of cost ascertainment, on which 
the Post Office Department has based 
its proposals, is above reproach. 


“This system tends to overlook the 
basic fact that the Post Office is set up 
primarily to transport first class or letter 
mail and that the other services it offers 
are only adjuncts to that original service 
and should not be expected to bear a 
strictly proportionate share of the over- 
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all cost of operation. Even though sec- 
ond, third and fourth class mail (and 
the special services) were entirely elim- 
inated, the Post Offce would still be 
forced to carry First Class mail or Letter 
mail and it is problematical if the curtail- 
ment of these extra services would reduce 
greatly this overall cost of operation. 
Even the Post Ofhce admits that the elim- 
ination of all this mail would not permit 
a reduction of expenditures nearly large 
enough to cover the amount of revenue 
now received from second, third and 
fourth class, not to mention the special 
services! ! ! 

“Furthermore, it has been pointed out 
time and time again that the use of third 
class mail creates a tremendous volume 
of profitable first class mail, as a result 
of correspondence induced by the original 
third class mailing. 

“Yet no credit in figuring costs is given 
to these ‘adjunct’ services even though 
it is a known fact, and letters in the files 
of our Association prove that third class 
mail gets considerably less service than 
first class mail. 

“Probably other associations have sim- 
ilar proof concerning the value of and 
the treatment given second and fourth 
class mail. 


“If private industry were to operate 
on a similar cost system, allowing no 
credit for secondary services or inferior 
products, we might expect the telephone 
companies to charge the same rate for 
calls made during the evening hours and 
on Sunday as they do for those completed 
during the height of the business day. 
By the same token, Western Union might 
eliminate the Day Letter rate and have 
but a single charge for all classes of 
messages. Finally, the corner butcher (if 
he owned his own slaughter house) could 
and would charge the same price per 
pound for soup meat that he charged for 
sirloin steak.” 

s 

(Editor's Note: See brief reported 
in its entirety at end of article. It’s 
important. Read every word of it.) 


One thing more about the cost 
system. Former Postmaster General 
Walker, in a communication to the 
Chairman of the House Ways and 
Means Committee, on July 7, 1942, 
presented evidence that second class 
mailing costs are not justly computed 
under the present system. Although 
his letter specifically mentioned 
second class, the identical statement 
could and should be made about third 
and fourth class mail. 


Walker wrote: “If no second class 
matter were in the mails, it would 
not thereby eliminate a proportionate 
share of the department personnel, 
the inspection force, the clerks, the 
carriers, the laborers, the railway mail 
clerks, the rural carriers, rest, light 
and fuel, because it is not possible to 
eliminate that portion of the person- 
nel, the equipment, the buildings, the 
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mail cars, and the trucks of the Postal 
Establishment that are handling the 
work-load of a second class matter. 
We have no Post Offices, or parts of 
Post Offices, designed, equipped and 
maintained to handle second class 
mail exclusively. We have no rail- 
way mail cars or motor vehicles ex- 
clusively devoted to second class mail. 
We have no Post Office clerks or 
carriers, village delivery carriers, star 
route carriers, or mail messengers re- 


cruited, trained, and employed to 
handle nothing but second class 
matter. The postal system ‘is not 


composed of mail and service expense 
compartments which can be auto- 
matically eliminated or. flatly reduced 
by the curtailment of expenditures 
when losses of mail or servicés occur 
in a particular category or classifica- 
tion. This elimination might lighten 
the burden of the employees, .but it 
is very doubtful that it would work 
any great saving in manpower. The 
eficiency and economy of the postal 
system depend upon the continued 
maintenance of a high degree of 
integration of all services and opera- 
tions.” 


Now for our opinion on what 
seems likely to happen to Postal rates. 
First, we’ve been impressed by the 
fact that members of both Committees 
realize that balancing the Postal 
budget is more than a simple question 
of mathematics. We feel that NO 
Committee member believes that all 
that has to be done to increase revenue 
is to increase rates. They know, and 
many of them have publicly expressed 
the view that Postal rates cannot be 
raised to the point where either one 
group. will be unjustly penalized or 
another group will be forced to find 
other means of transportation and /or 
communication. However, we feel 
that a majority of the Committee 
members believe that equitable in- 
creases of a moderate nature can and 
should be borne by all mail users. 


Although several Senators and 
Congressmen have stated that the 
Post Office Department should be run 
by appropriation just as the Justice 
or Agriculture Departments are, and 
no attempt made to make revenues 
and expenditures balance, we’re con- 
vinced that this theory is held by only 
a minority of both Committees. All 
in all, we still expect there will be 
some increases in rates . . . and exact- 
ly what those increases will be we 
won’t even dare to guess. 





Even though by the time you read 
this the hearings may be over and 
the bill voted out, we recommend 
that you tell the individual members 
of the Committees as well as your 
own Senators and_ Representatives 
exactly how you feel about Postal rate 
changes. Unless we’re very wide of 
the mark, everyone of them is trying 
to do a fair and intelligent job on 
rates and a letter or telegram from 
you outlining your opinion and the 
actual effect increases will have, not 
only on your business but also (and 
probably more important) on total 
postal revenue, will be of great value 
in helping them with the final bill. 
The Committee Lists are printed 
below: 


POSTAL COMMITTEES IN 
HOUSE AND SENATE 
80th CONGRESS 


Under the Reorganization Act 
known as Public Law 601 passed by 
the 79th Congress a complete re- 
organization of Congressional Com- 
mittees have been effected in the 80th 
Congress. The Senate and House 
Committees on the Post Office and 
Post Roads, which formerly handled 
all postal rate legislation, have been 
discontinued. In their place there are 
new standing Committees in the 
House and Senate, known as the 
Committee on Civil Service and Post 


Offices. 
House of Representatives 


Edward H. Rees, Chairman, 
Emporia, Kan. 
John C. Butler, Buffalo, N. Y. 
Chas. W. Vursell, Salem, IIl. 
Wm. C. Cole, St. Joseph, Mo. 
Wm. H. Stevenson, La Crosse, Wis. 
Robert J. Corbett, Bellevue, Penn. 
Harold C. Hagen, Crookston, Minn. 
Jas. T. Scoblick, Archbald, Penn. 
Harold F. Youngblood, Detroit, Mich. 
Francis J. Love, Wheeling, W. Va. 
Thurston Ballard Morton, 
Glenview, Ky. 
Katherine St. George, 
Tuxedo Park, N. Y. 
Robt. J. Twyman, Chicago, III. 
Antoni N. Sadlak, Rockville, Conn. 
Homer R. Jones, Bremerton, Wash. 


Tom Murray, Jackson, Tenn. 
John E. Lyle, Corpus Christi, Tex. 
James H. Morrison, Hammond, La. 
Geo. P. Miller, Alameda, Cal. 
J. M. Combs, Beaumont, Tex. 
Earle C. Clements, 

Morganfield, Ky. 
J. Lindsay Almond, Jr., 

Roanoke, Va. 
Carl Albert, McAlester, Okla. 
Laurie Battle, Birmingham, Ala. 
James C. Davis, Decatur, Ga. 
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Senate 


Wm. Langer, Chairman, 
Bismarck, N. D. 


C. Douglass Buck, Wilmington, Del. 


Ralph E. Flanders, Springfield, Vt. 


Raymond E. Baldwin, 
Stratford, Conn. 


Edward J. Thye, Northfield, Minn. 
John J. Williams, Millsboro, Del. 
Zales N. Ecton, Manhattan, Mont. 


Dennis Chavez, Albuquerque, N. M. 
Kenneth McKellar, Memphis, Tenn. 


W. Lee O’Daniel, Fort Worth, Tex. 


Olin D. Johnston, 
Spartanburg, S. C. 


Wm. B. Umstead, Durham, N. C. 


Herbert R. O’Conor, Baltimore, Md. 


Now, about the time element. The 
bill (H. R. 2408) as now written, 
calls for the increases to become ef- 
fective July Ist, 1947. It doesn’t 
look as if both Houses will be able to 
finish their deliberations and voting 
before sometime in May .. . if by 
then. Again, we’re guessing, but we 
do think that there’s a good possibility 
that if there isn’t approximately sixty 
days (or more) between the time the 
final bill is passed and July Ist that 
the effective date will be postponed 
at least long enough to give the Post 
Office the time it will need (again 
about sixty days) to put whatever 
new rates are voted into effect. 


* * * 


One little sidelight on the situation 
that has had us laughing since March 
19th. The paper that we presented 
before the Senate Committee’ on 
March 18th was printed in New 
York and a package of one hundred 
copies along with a new release out- 
lining its salient points was mailed 
Air Mail Special Delivery to the Na- 
tional Press Club in the early after- 
noon of March 17th—the idea being 
to make it easy for the ladies and 
gentlemen of the press to get a copy 
of our testimony. 


Some place along the line “sabo- 
tage’ reared its ugly head. ‘The 
package arrived at the Press Club 
bright and early in the afternoon of 
March 19th. Although correctly ad- 
dressed it was stamped on the back 
‘“Missent to Los Angeles, California.” 


Special Aside to the Post Office: 
Honestly, we're only fooling—we 
know it wasn’t “sabotage” ... but 
you must admit it makes a mighty 
good story. 
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HERE IS THE BRIEF 


STATEMENTS ON PRO- 
POSED POSTAL RATE 
CHANGES, MARCH, 1947 


by 


THE DIRECT MAIL AD- 
VERTISING ASSOCIATION, 
INC. 

17 East 42nd Street 
New York 17, N. Y. 


My' statement before this Commit- 
tee is made on behalf of the Direct 
Mail Advertising Association, an 
organization made up of over 1300 
users of the United States Postal 
Service—large, medium and small. 


The Direct Mail Advertising As- 
sociation was organized in 1915 to 
promote the mutual interests of 
users, producers, and suppliers of 
Direct Mail Advertising—to provide 
an authentic source of facts, informa- 
tion, counsel and service to its mem- 
bers, and to champion the cause, value 
and result-producing effectiveness of 
Direct Advertising as a management 
tool. 


Although some of the members of 
our organization represent America’s 
largest corporations, the majority are 
medium sized and small manufactur- 
ers, wholesalers and retailers whose 
sales and business activities depend to 
a considerable extent on their use of 
the United States mails. A _ large 
segment of our membership however, 
is made up of charitable organiza- 
tions; religious organizations, Bible 
societies, schools and colleges, whose 
continued existence depends partially 
on their use of the Postal Service to 
solicit. sufficient monies to finance 
themselves, and perform the public 
services for which they were created. 


Apart from the statement I am 
about to make, there are certain 
letters and telegrams from our mem- 
bers which, with your kind permission 
I should like to make a part of this 
record with the thought that they 
may be studied by your Committee 
and its members at a more convenient 
time. 


As a large Association of users of 
the Postal Service, we are heartily in 
favor of. fair and equitable Postal 
Rates for ALL users of the mails, if 
those rates are based on a logical 
business-like cost ascertainment sys- 
tem. We do not believe that the 


present system of cost ascertainment, 
on which the Post Office Department 
has based its proposals is above re- 
proach. 


This system tends to overlook the 
basic fact that the Post Office is set 
up primarily to transport first class 
or letter mail and that the other 
services it offers are only adjuncts to 
that original service and should not 
be expected to bear a strictly pro- 
portionate share of the overall cost of 
operation. Even though second, third 
and fourth class mail (and the special 
services) were entirely eliminated the 
Post Office would still be forced to 
carry First Class or Letter mail and 
it is problematical if the curtailment 
of these extra services would reduce 
greatly this overall cost of operation. 


Furthermore, it has been pointed 
out time and time again that the use 
of third class mail creates a tremen- 
dous volume of profitable first class 
mail, as a result of correspondence 
induced by the original third class 
mailing. 


Yet no credit in figuring costs is 
given to these “adjunct”’ services even 
though it is a known fact, and letters 
in the files of our Association prove, 
that third class mail gets considerably 
less service than first class mail. 


Probably other associations have 
similar proof concerning the treat- 
ment given second and fourth class 
mail. 


If private industry were to operate 
on a similar cost system, allowing no 
credit for secondary services or in- 
ferior products, we might expect the 
telephone companies to charge the 
same rate for calls made during the 
evening hours and on Sunday as they 
do for those completed during the 
height of the business day. By the 
same token, Western Union might 
eliminate the Day Letter rate and 
have but a single charge for all 
classes of messages. Finally, the 
corner butcher (if he owned his own 
slaughterhouse) could charge the 
same rate per pound of soup meat 
that he charged for sirloin steak. 


However, it is not our purpose to 
bore you with a labored discussion of 
“cost ascertainment” other than to 
express the hope that arrangements 
can be made by vour Committee for 
a careful study of Post Office costs, 
in the light of recognized American 
business practice. 
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As we have already said, we are 
not opposed to equitable rates for all 
mail users, and though we still ques- 
tion the method used to arrive at the 
present rate proposals within the 
sphere of our own activities and as an 
Association of users of the mails, par- 
ticularly with respect to Direct Mail 
and Mail Order promotion, we feel 
that there are two completely inequit- 
able rates contained in the present 
proposals. 


First, may we call to your atten- 
tion and enter our strenuous objec- 
tion to one serious inequity in the 
proposed schedule of postage rates for 
third class matter. This is the pro- 
posed minimum of 1c per piece for 
separately addressed identical pieces 
of “circulars and other miscellaneous 
printed matter and merchandise” 
when mailed in bulk lots of 200 pieces 
or more at the proposed rate of 16c 
per pound. Compare, if you will, 
this rate of 1 “%c with the correspond- 
ing minimum rate of 1'%4c per piece 
which is proposed for “books and 
catalogs of twenty-four pages or more, 
seeds, cuttings, bulbs, roots, scions 
and plants.”’ 


The circular letter, (which would 
be carried by the Post Office under 
the proposed 1'4c minimum) has be- 
come the most valuable single adver- 
tising medium for the average busi- 
ness man. It is less expensive and 
therefore more practical and easy to 
use. Business men should not be 
handicapped by a rate differential 
which would curb or prohibit their 
use of this essential sales tool. 


We submit that on a cost basis 
alone, if 1%4c per piece is adequate 
for a book or catalog weighing up to 
124 ounces (based on the suggested 
rate of 12c per pound) then 1c is 
an absolutely excessive rate for a 
printed circular or processed letter 
weighing not over 1% ounces. 


Over and beyond the cost factor 
underlying this inequity is the penalty 
the proposal places on the medium 
and small business man whose chief 
means of advertising is by letter or 
circular which normally weighs (ac- 
cording to the Post Office’s own 
figures) not an ounce and a half nor 
an ounce and two-thirds, but less than 
one full ounce. 


This type of business cannot gen- 
erally afford or successfully use book- 
lets or catalogs which qualify for the 
proposed cheaper 1c rate. Instead 
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HERE are two steps that will 

help you produce stencil 
duplicated messages that are 
clean, sharp, clear —the kind 
that invite reading and get re- 
sults. 


First: Send for Hammermill’s 
idea - book, “Better Stencil 
Copies.” Ask your stenographer 
or stencil machine operator to 
read it. It will guide her through 
every step with tips, hints, de- 
vices gleaned from the experi- 
ence of scores of experts. Free. 
Just send the coupon. 


Second: Be sure that the paper 
you use makes readable copies, 
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This book will help you get 
clear, sharp stencil bulletins 
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runs with a minimum of trouble 
on the machine. You’ll find 
that your messages will look 
their best on Hammermill 
Mimeo-Bond. 
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Hammermill Paper Company 
1621 East Lake Road, Erie, Pa. 
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You are looking at the only machine made that will typewrite 











complete letters of page or more in length from any selection 





of paragraphs. Its perforated record rolls carry from 80 to 160 











standard paragraphs. Your typist merely addresses the letter and 





pushes the paragraph selector buttons. The Auto-typist finishes 








the letter automatically at more than two times manual speed! 








Push Button 


. HE everyday performance of this amazing machine 
Auto-typist oe : “- mete 
. is so spectacular that the listing at the side gives 
makes possible only a hint of its flexibility. 
Automatic typing of ANY Every man or woman responsible for production of sales 


semen bene gto = or promotion letters, collection letters, or handling of 


order or sequence. repetitive correspondence will want the facts. 


a ; . 
| . 
Sn, cow einen tee BO See for yourself how one ordinary typist can use Auto 
or more complete letters. typists to turn out as many as 300 perfectly typed letters 
© a day, each letter different from each other, and each 


Typing of sales letters on 
any one or a variety of 
products. dates, names, amounts, catalog numbers, or descriptions. 
& - . . 

: ; Sounds impossible? Rush your name for new circular 
Typing of answers to in- ea ‘ 
quiries on large number of describing the PUSH BUTTON Auto-typist. We'll answer 
different products. 


letter highly personalized with manual interpolation of 


with an Auto-typed letter, typed for you as a demon- 


« 
Sesten of cade ond csl- stration of the almost human flexibility, and the super- 
lection forms with manual human speed of this machine. 
typing of dates, amounts, ’ 
and nature of purchases. Use the coupon or your stationery. 
e 
Typing of subscription and > 
renewal correspondence by The uto = typist, Dept. 23 
publishers. 
_ ; an ” American Automatic Typewriter Co. 
oor. Rall yp Poe ~ 614 N. Carpenter St., Chicago 22, Illinois 


users from selections of 
paragraph covering vari- 


ous products. The Auto-typist, Dept. 23 
614 N. Carpenter St., Chicago 22, Illinois 











Write to me on the Auto-typist and send with your specimen letter a circular describing 
the Push Button Model. There is no charge or obligation. 
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they must pay a minimum of 1%c 
which means a greater expenditure 
for less weight. This 4c difterential 
is obviously unjustifiable on a_ basis 
of cost of transportation and delivery, 
and based on the statements contained 
in the letters and telegrams from 
our members will tend definitely to 
curtail their use of the most important 
selling tool they have at their dis- 
posal. 


Practically every message that we 
have received states categorically that 
increasing the present minimum of Ic 
to 1'%4c (a 50% increase) will cut 
sharply into the amount of circular 
and letter mailing, but practically all 
of them say they can and will get by 
with an increase of “4c (which is 
still 25%) even though the proposed 
i4e increase will force them out of 
the mails. 


The final effect of a rate of 1'4c as 
against 1 4c will be to increase rather 
than decrease Postal revenue, stimu- 
late rather than stifle business, 
strengthen rather than weaken our 
total economic structure and provide 
definite opportunity for the individual 
with limited capital to continue to 
use the mails as his best means of 
sales promotion. 


On behalf of all of these small mail 
users (and some large ones, too) | 
humbly suggest that you study this 
inequity in the proposals and before 
voting the final rates, change the 1 “2c 
minimum to 1%4c. Every business 
man in the country who uses the mails 
to increase his sales, will benefit from 
such a change. 





The second inequity in the pro- 
posed rates, is, we believe contained 
in the proposal to double the present 
rate of postal and private mailing 
cards from lc to 2c each. 


A casual glance at Postal history 
will prove this proposal economically 
unsound. In 1917 both the postal 
and private mailing card rate was 
increased from Ic to 2c. The revenue 
from the Ic rate was, at that time 
about $20,000,000 a year, but after 
the rate increase the revenue fell off 
about one half, and instead of in- 
creasing revenue a decrease of about 
$10,000,000 resulted, due to a drop 


of 75% in volume of cards mailed. 


Then in 1925, only the private 
mailing card rate was increased, while 
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the penny postal card rate remained 
at le. The Post Office Department 
noting how mailers were changing 
from private to postal cards in order 
to benefit by the lower rate, quickly 
petitioned for a return of the Ic rate 
tor all cards. 


Under the present. proposals which 
nclude a minimum rate of 1“%c for 
hird class mail (and we hope that 
ninimum will be reduced to 14c) 
t will be possible to create pseudo 
‘private mailing cards” that will be 
icceptable to the Post Office at a rate 
velow the one assigned to the regular 
‘ard, and again we may be faced with 
, situation similar to the one that 
‘xisted in the middle twenties. 


Judging from the statements ot 
Direct Mail Advertising Association 
members contained in the letters and 
telegrams we have received from both 
large and small users of the mails 
there will be a curtailment of 30% to 
100% by individuals in the use of 
cards if the rate is raised to 2c. 

An analysis of our figures indicate 
that those of the Post Office will not 
stand up in actual practice. You will 
recall that the $20,000,000 increase in 
revenue projected by the Post Office 
was computed on a reduction of only 
l624% in the present use of cards. 
lf the cut varies from 30% to 100% 
then there will be mo increase in 
revenue with the likelihood of an 
actual revenue decrease. 


Just two other points in connection 
with the card rate. First, some of the 
most consistent and appreciative users 
of cards are the churches, clubs, 
schools, etc. who employ these cards 
almost exclusively for meeting notices 
and other announcements. Doubling 
the rate to these organizations who 
operate on the tightest possible budget 
can only have one result . . . and 
that is to force the curtailment if not 
the complete elimination of their post 
and postal card use. 

Finally, although it is impossible 
to guess the number of business reply 
cards included in the more than three 
billion eight hundred million pieces 
of third class bulk letter mail carried 
by the Post Office, in 1946, it is a 
fair assumption that a great majority 
of all of this mail was attempting to 
sell a product or a service and there- 
fore contained an order or inquiry 
card. It will be extremely hard 
under the increases proposed for third 
class to make this type of mail pay its 
own way. If you add to the mailing 
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Prominent Users of Strathmore Letterhead Papers: No. 70 of a Series 
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Does your letterhead eupress 


TODAY’S PROGRESS? 


“e, ef 


From wartime necessities comes a whole new world of scien- 
tific advances. Significant of the travel age before us is 
Vasano, the Schering Corporation’s new antidote for travel 


sickness by air, sea, rail, or road ., . and now available for 


civilian use. 


The Schering Corporation uses a Strathmore letterhead 
paper to reflect progress in pharmaceutical research. Does 
your letterhead suggest that your company is looking ahead 
with the times? For your firm, too, the Strathmore water- 


mark is an assurance of quality. 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, 
Thistlemark Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Bond. 


STRATHMORE «2: 


Strathmore Paper Company, West Springfield, Massachusetts 











cost an additional penny to be paid by 
the business man (small or large) 
for every order or inquiry received, 
you may force him to eliminate the 
reply card entirely. If he does that, 
the 2c card rate has accomplished 
two things, neither one of them good 
for either the Post Office or the 
business man. Elimination of reply 
cards will cause a reduction in the 
number of orders or inquiries and 
therefore a loss not only in sales and 
profits for the business man but also 
a definite shrinkage in postal revenue. 


In conclusion I would like to call 
to your attention most strongly one 
important fact about this brief. This 
Association has not appeared before 
you to demand that there be no postal 
rate increase at all! We have ap- 
proached this problem as business men 
with a strong desire to face the cur- 
rent problem of budget balancing. 
However, we wish to impress upon 
you just as strongly our sincere con- 
viction that excessive increases in 
some postal rates will definitely result 


in decreased revenue and a turther 
unbalance of the Postal Budget. 


Therefore, to repeat, we ask that 
you examine carefully the two in- 
equities touched on in these few re- 
marks, and after examination, change 
the 1'%4c minimum to 1c, and also 
reconsider the entire proposal to 
double the postal and private mailing 
card rates. Thank you for your kind 
attention. 

Edward N. Mayer, Jr., 
President 





Originality 
This reporter appeared before the 
Sales Executive Club (noon) and the 
Community Forum (evening) in 
Evansville, Indiana on March 13th. 
Both audiences were a “pleasure.” 
Stormy weather delayed return plans 
. so had time to go through Keller- 
Crescent Printing plant and saw some 
of the modern streamlined innova- 
tions to save time and reduce costs 
(strangely not being adopted general- 
ly by printing industry). Saw also 
some of the beautiful Direct Mail 
being produced in Evansville by 
Keller-Crescent, Simpson Company 
and others. 


Incidentally, the Simpson Com- 
pany and Publicity Associates, Inc., 


In The Air 


reproduced the seven formulas used 
in most of this reporter’s Direct Mail 
talks . . . on attractive 534” x 834” 
two color card and mailed copies 
following the meeting to members of 
Sales Executives Club and other busi- 
ness men in Evansville. Smart pro- 
moting. 








7 FORMULAS 


FOR THE PREPARATION OF EFFECTIVE 


DIRECT MAIL: ADVERTISING 


Gem Heke, 
THE REPORTER OF DIRECT — pa 





FORMULA ONE FORMULA FIVE 
Ben ange Aoi enh Geek & What is the best tested forttula for writing 
success of any money acton- « copy? 
Appre sate the 1. Headline, or Gre sentence, to evoke 
— Inertia , — as well as get attention. 
2 mpetuuon for prospect's dollars ~ ne lead-in 
(T . & te cason why you must make uf : ee Some. 
(aly for prospect te re o° gory. 
+s compete for attention You. may 5. Testimonials and endorsements. 
think you hawr no competitors. But 6. Special feature 
Ewery other person soliciting moncy by mail Statemen: of value 
purpose us your competitor.) 9 PS. Rephrasing 
FORMULA TWO Or an easier formula to remember is Picture 
Appeal to emotions. What we feel about a Pr y 


roduct, @ service, or @ cause influences us ters fall down on the “Push.” 
to spend our money wy A people spend the reader hangin b. 
hat 


PORMULA SIX 
(Whic pam Gn ee campaign or letter ett it 
or piece st find an appeal whic ~~ solicitation letter? Either ask 
. poeple feel tebe baying, sup, a make a statement. 
ee many appeals are stodg of dei 
easening. No dramatic appeal to emotions.) ~ oo le aan 


2. Mf you make a statement it must con- 
~y fact which i« 
- Useless out $  -_ or 
2. Improper arrangeme c. Interesting 
3. Incorrect expresson a thought 
4. Offensive words 
(Letters are will filled 


aa are — things wrong with mos so- 


SEVEN 
In fret lin 
me, us. Long phrases, Preceding ‘the. “word should "baa the the ny KA publicies a by 
Wheeler 


—" which could be chminated. Use Elmer 1 
take salts ata at 1. Sell the Sizzle . . . not the steak. 
se eihah angles.) 2. Don't write . . . telegraph. 
3. Say & with 
FORMULA FOUR 4. Don’t ask if. . . ask which 
What is the best format for an appeal mail- 5. Watch your bark. 
m (See how these ft inte 
a. Letter ; os what 
b. Circular ~ — pm —_ — an sf — on 
c words; ask which mabe the 
dé. Bunness Reply Envelope further ; p sae use words or appeals which 
(There acce ¢ yy = are objectionable. ganne ep 
there — 4 ceptions t that format ake the reader the hero. Make it easy for 
tas exstied ban 2 7 IS pe him to part with his money or his time.) 














COMPLIMENTS OF 
PUBLICITY ASSOCIATES INC. 
ADVERTISING AND SALES PROMOTION COUNSELLORS 
109 Sycamore Street Telephone 654] Evansville 8, Indiana 
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THE OHIO RIVER BRIDGE AT EVANSVILLE 


Tho elipatie coup ft Se Silo Bisa: nd Gn Cebinen of Ro Gow shore line 
attracted Colonel Hugh to found the settlement in 1812 that grew 
steadily and was named Evansville, after the pioneer, General Robert Evans. 
From that time forward the Ohio River has —~ an unceasing influence on 
our community —in the architecture, in trade and commerce, and in the growt 

and formation ce the city proper. To the present advantages of Evansville as 
an air, highway, and rail — of central importance is 
flow of river traffic past the 

Evan the foal int for the shopping and entertainment habits 

otha aml foal poi the ne ~ eee of Indiana, Illinois, 
clears a camnenl flow of visitors moving 


the constant 


's natural attractions is the beauty of our Ohio 


River as Som Dress Placa, Sunset eee 
Through the + a National Bank flows a ty stream of financial — 
¢ trade and commercial pe of the great and 
vansvtlle area. Every banking tion at the Old National — re 


ars, 


a hee: ay) savings account meee to a comp wated ad or trust prea 
the personal atten 





OLD NATIONAL BANK 
Established 1834 


MEMBER FEDERAL BDEPOSET INSURANCE CORPORATION 

















Copy on this card appeared in September and 
November 1946 issues of The Reporter. 
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Especially attractive is the fine 
campaign for Old National Bank of 
Evansville on oversized post cards, 
measuring 514” x 8%”. A series 
similar to the one reproduced here. 
Each card illustrates and describes 
an Evansville landmark. 


Finally, the weather cleared enough 
for an Eastern Airlines plane to take 
off. A rough trip. “Fasten safety 
belt” sign was on the whole way to 
Washington. Halfway, with every- 
one tense, the good looking hostess 


came back and handed the “Captain’s 
Report” to the front seat passenger. 
It was passed along the line. The 
tension relaxed. Everyone was laugh- 
ing and enjoying Mary Lou’s stew. 
Here is the report which did the 
trick :— 
CAPTAIN’S REPORT 
From Louisville to Washington 
Our Position Over Cincinnati at 12:03, 
E.S.T. 
Altitude above sea level, 9000 climbing 
to 11,000. 


Air Speed 185 MPH. Wind Velocity of 
65 MPH. 


Makes our Ground Speed 250 MPH. 


Temperature Flight Level 15°. 
Level 35°. 


Will arrive Washington at 01.50 P.M. 


Ground 


Remarks 


The world below is dismal and dreary 

While here on high it’s so bright and 
cheery 

We passed Cincinnati at 12:03 

And over Huntington at 12:30 we'll be 

Miss Blair tells me for lunch it’s stew 

I hope this appeals to you and you 

So relax, forget your troubles and care 

And put yourself in the hands of 
Mary Lou Blair 


Date: March 14 

R. H. Rogers 

Pilot—P.L.E.A.L. 

(Poet Laureate E.A.L.) 

Pilot Rogers may not be the best 

poet in the world, but he knews how 
to use cheerful words to put people at 
ease. 


BEST OFFSET JOB OF 
THE MONTH 


And natch. . . it’s entitled “Why 
Offset Lithography Is On The 
March.” Plastic bound, 11’ x 8%”, 
with 26 beautiful pages. Explains 
and illustrates the offset processes .. . 
and gives glamorous examples of 
recent work in full color and black 
and white. Produced, also natch, by 
Harris-Seybold Company, Cleveland 
5, Ohio. 


THE REPORTER 


=P « Dw «(CK 


ee ee a 


Notes from a 


Nail Selling 





Scrapbook 


By: JAMES M. MOSELY 


Sunday in a small New York town. 


Fire swept through the office of a 
voung mail order company .. . de- 
stroyed the precious Customer List. 
In an hour, backbone of business .. . 
destroyed ! 


You should have extra copies of 
lists, accounts, valuable mail order 
data . . . through copying, carbons 
or micro-films, perhaps special insur- 
ance, too, might be the difference be- 
tween survival and destruction! 


Sap’s running in the Vermont 
woods. 


More mail order output will go 
into maple candies and sugar . 
for there are more pennies per gal- 
lon of sap than in syrup. 


Many a farmer will dispose of his 
limited crop, at full markup, direct 
to consumer with crude home- 
spun copy and feel the same 
thrill as the big-time mail order ex- 
ecutive. 


Those secretaries to the Congress- 
men measure quantitatively and quali- 
tatively, and evaluate, the incoming 
Congressional mail and wires just 
like the mail order executive does his 
orders. “The summaries can be ex- 
citing ! 

Volume of mail and individualized 
approach often still tip the scales for 
or against a Congressional measure. 


Wonder if a national ballot en- 
tirely by mail would awake the aver- 
age citizen to do his civic voting duty 
in an atomic world! 


Newest “club of the month”! 
Hollywood Charm-of-the-Month, 


charm jewelry with charm bonuses 
for new members and an extra charm 
for each two bought. 


That “Thank you” acknowledg- 
ment card. Looked at it lately ? Could 
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be dressed up to be more cheerful and 
attractive ! 


That goes for most address labels, 
too. 


Two past masters in use of back 
of letterheads for telling — selling 
more: 


Judy Publishing Company, Chi- 
cago. DOG WORLD. 


Science Service, Washington, D. C. 
SCIENCE NEWS-LETTER. 


Better have a look at what can be 
done with least-developed section of 
white space in advertising. 


A dollar from each Smith in Dis- 
trict of Columbia is being asked for 
Smith College by Mrs. Robert White- 
law Wilson, Washington alumnae 
chapter president. 


What vistas that opens of one 
Smith, Jones, Brown, etc., to another 
direct by mail. Couldn’t miss on 


Item 1, ATTENTION! 


An orchid to L. M. Alderstein, 
secretary, ALBERT CONSTAN- 
TINE & SON, New York City, for 
a logical outline of the make-up of 
his 60,000 active Customer List, 
based on this outline which could be 
“lifted” by others: 


“1—-The type of individuals who are our 
customers. 


2—What our customers buy from us. 


3—Where our customers live. 


4—How we maintain a positive control 
and accuracy of our customer’s lists. 


5—The type of product or service which 
has the greatest appeal to our cus- 
tomers. 


6—How you may arrange to make use 
of our customer names.” 


I like these special points brought 
out in a 3-page duplicated outline: 
“We have a stencil like the attached, 


for each customer. Each stencil also 
serves as a ledger or record of sale, and 





any necessary shipping papers are ad- 
dressed from the customer’s stencil. At 
the same time, entry of the sale is made 
on the stencil, it is punched to indicate 
the time of purchase. This means that 
there is a daily check and correction of 
stencils. 


“Secondly, we make a mailing of our 
house organ, CHIPS & CHATS, to our 
complete list, six times a year—or once 
every two months. All changes and cor- 
rections are made immediately and where 
a customer has moved without any for- 
warding address, his stencil is destroyed 
at once. 


“Thirdly, every account that has not 
purchased anything within a two year 
period is considered inactive and not in- 
cluded in any further regular mailings 
unless the account again becomes active. 
This is controlled by the electric selective 
system on our Addressing Machine. 

“Our customers lists have been built up 
over a period of many years, have cost 
us many thousands of dollars, and are 
worth more than that to us. It is the 
backbone of our business. 

“For this reason we do not want to 
do anything to jeopardize the value of 
this list to ourselves. We will not rent 
this list promiscuously for any type of 
product or service. We request that a 
sample of the mailing be submitted to 
us and the right to refuse any that does 
not meet with our approval is reserved. 
We strictly limit the number of times in 
a year that we will make mailings for 
other organizations as well as the spac- 
ing of mailings. The value of our cus- 
tomer’s list is for the sale of our merchan- 
dise. However, we are pleased within 
definite limits to share our list on a rental 
basis to acceptable firms to bring us some 
extra remuneration to offset the heavy 
cost of building and maintaining such a 
list of customers as we have.” 


So you want to reach either men 
or women only! 


How to use a list of men and 
women, mixed, when the list owner 
cannot select by sex while running 
on stencils faced a number of users 
recently. 


Only final solution turned out to 
be to run list as it comes, have letter- 
shop eliminate addressed envelopes 
for sex which couldn’t be used. 


Wasteful. but results of concentra- 
tion of mail by sex more than offset 
in this case. 


More changes in executive and 
company mailing lists: 


Total number of business firms in 
Tune, 1946. came to 3,500,000. un 
from 2.801.000 at 1943-end (BUSI- 
NESS WEEK, March 22nd). 


What dav to release Third Class? 


Maxwell Droke’s answer: “FRI- 
DAY.” 
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Whether... 


e in your salesmen’s hands, 
it helps sell a full line 


° it paves the way for 
your salesmen’s calls 


© it gets orders for you 
between salesmen’s visits 


© or, it acts as 
a handy reference book 


Whatever its purpose .. . your cat- 
alog must do more than just supply 


information. It must SELL! 


It takes specialized creative skill; it 
takes the “know-how” that comes 
only with years of experience; it 
takes D. H. Ahrend Co., with its 55 
year record of creating advertising 


that sells. 


For real ‘‘sell,”“’ let Ahrend skill de- 
sign and produce your next catalog 


... and all your Direct Advertising. 


Write, or Call MU 4-3411 TODAY! 


DNL AMREND CO. 


@ Caliv Vist (Nhoslirnuy 





333 EAST 44th STREET @ NEW YORK 17, N. Y. 





THUNDER and LIGHTNING 






About Printing and Mailing Costs 


(A follow-up report by H.H.) 


The lead. article in January Re- 
porter on “How to Cut Rising Print- 
ing and Mailing Costs” stirred up a 
considerable behind-the-scenes storm. 
It reminded this reporter of the storm 
which followed his first article (in 
1940) against the misuse of the mails 
by foreign and domestic propagand- 
ists. ‘hen, we were warned to stay 
out of politics. This time, we were 
told we were trying to wreck the 
Direct Mail business. Who me? We 
were told that we had stooped to ir- 
responsible reporting . . . to relaying 
rumors; that it was a subject which 
shouldn’t really be brought out in the 
open anyway. ‘To which we replied, 
a polite but emphatic, “nuts!” 


If it is irresponsible reporting to 
reprint actual letters received from 
responsible users of the mail, then 
this magazine may as well fold up. If 
we see a danger threatening the 
Direct Mail business and feel timid 
about discussing it openly ... then 
we should go out of business. 


For many months, both The Re- 
porter and the Direct Mail Adver- 
tising Association offices has been re- 
ceiving complaints about high prices, 

2 e . ia ie) 
poor quality and slow deliveries. ‘The 
complaints were too numerous, too 


specific, to be disregarded. We in- 
vestigated. We reported. We sug- 


gested a three-pointed program,—for 
users, for producers, for labor. 


Sure . . . we may have failed to 
mention that we know of many print- 
ing plants and many _lettershops 
which have honestly tried to keep 
down prices in spite of rising costs; 
to make deliveries when promised and 
to carefully guard the quality of their 
work. We didn’t say that everyone 
in the production end of Direct Mail 
had gone haywire—nor did we imply 
it. We didn’t try to fix the blame. 
We just reported what the users of 
Direct Mail were thinking and say- 
ing. As a storm warning, you might 
say. 





Funny thing about this story is... 
that The Reporter was late in getting 
the story. Printing Magazine had 


been warning its readers (printers) 
for many months that too high prices, 
sloppy work and slow deliveries 
would kill the goose that laid the 
golden egg. In its December issue, 
Printing Magazine carried a story by 
Edward Mayer (for five years presi- 
dent of the Mail Advertising Service 
Association and now president of the 
Direct Mail Advertising Association ) 
warning the producers they were in 
for trouble if the trend continued. 
His article was even more hard boiled 
than the one which appeared in The 
Reporter. 


The trade papers report that Dan 
McVicker, president of the New 
York Employing Printers has been 
making speeches before many groups 
warning that producers face a buyers’ 
strike unless they can change current 
conditions. 


In every case of complaint, we have 
asked our critics to reread the original 
article. We've suggested that in- 
stead of howling, they should do 
something about it . . . even if they 
themselves are not guilty. They can 
work on the industry as a whole. 
They can help to carry out the three 
point program suggested by The 
Reporter. 


We give a gold palm salute to the 
Detroit Local of the Mail Advertising 
Service Association . . . for getting 
down to brass tacks and doing some- 
thing about the situation. Here is an 
encouraging letter from President 


Biddleman: 
Dear Mr. Hoke: 


In line with your recent article, “How 
to Cut Rising Printing and Mailing 
Costs,” you may be interested in knowing 
what the Detroit Local of the Mail Ad- 
vertising Service Association is doing to 
educate letter service companies locally. 


The more seasoned members have de- 
cided to lend a hand to the comparative 
newcomers in the industry (and their 
employees), for they believe that by rais- 
ing the standards generally, the entire 
industry will be benefitted. 


Briefly, the educational program is be- 
ing brought about by means of a “Pro- 
duction Clinic,” described on the attached 
sheet. (Ed. note: A wonderful program.) 
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I am sure you will recognize the names 
of many well-known members, such as 
May VanderPyl, Huntly Geddes, Lou 
Hinderstein and Ed Husen, among the 
“instructors.” So far, we have held three 
sessions, and the response has been so 
enthusiastic that we are planning several 
supplementary sessions when the present 
schedule has been completed. 


We are hoping that this “laboratory 
training” of the newer folks in our Asso- 
ciation will result in better quality, im- 
proved service and pricing that will be 
based on each member’s costs, accurately 
determined. 


Credit for conceiving this clinic should 
so to our M.A.S.A. International secre- 
tary, Jeannette Robinson. If it accom- 
plishes all that we expect it to, we will 
pass the idea along to the other M.A.S.A. 
Locals throughout the country. 


L. F. Biddleman, Pres. 
M.A.S.A. of Detroit 
615 Donovan Bldg. 
Detroit 1, Michigan 


That shows that progress is being 
made. Next logical step . . . group 
training of employees. 


I am also glad to reprint sensible 
letter just received from the president 
of the New York Mail Advertising 
Service Association. Of course, every- 
one realizes that prices and costs have 
gone up in all business. That wasn’t 
the main point of our original report. 
But the readers of The Reporter 
should be interested in getting the 
facts about the producers problems. 


Dear Henry: 


The producers of Direct Mail Adver- 
tising material have been cognizant for 
some time of the problems outlined in 
your recent article, “How to Cut Rising 
Printing and Mailing Costs.” 


Some statements have been made that 
lettershops are taking advantage of the 
present situation and are charging prices 
considerably above what should be a fair 
and normal price. 


Leading members of our industry have 
discussed this problem among themselves 
and have made a survey of prices being 
charged today. Although it is common 
knowledge that we, like every other in- 
dustry, have suffered very tremendous 
increases in the cost of labor, paper and 
other materials, we feel that the presen- 
tation of a few facts and figures might 
be of interest to your readers. If the 
purchaser, in considering the increase in 
percentage, uses as his base, the costs 
before the war, it must be remembered 
that, to quote the labor union operating 
in this industry, “The lettershop industry 
employees were underpaid and _ under- 
privileged.” Hence, the union maintains 
that it is unfair to compare wages of 
then and now. 


As a matter of fact, the base pay for 
average inserting and mailing operations 
runs 70% above that period. Further- 
more, due to union rulings it is now nec- 
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And the “same time” is a lot 
less time than a girl takes to seal 
and stamp a letter... because no girl 
works as fast as a postage meter! 

The postage meter prints any 
kind of stamp required for any 
kind of mail or parcel post... 
prints a postmark, which helps the 
letter get through the postoffice 
faster... prints your advertisement 
on the envelope, too, if you like 
...and seals the flap at the same 


time—all in the turn of a die! The 
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meter holds as much postage as you 
wantto put init, protects the postage 
from loss or office wolves... does 
its own accounting automatically... 
banishes the old-fashioned adhesive 
stamp and stamp-sticking . . . usually 
saves postage as well as time, in the 
little office as well as the big one! 

Like to know more about a 
Pitney-Bowes postage meter? Call 
the nearest PB office right away 


—or write for a little 
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PirNnEY-BoweEs, INc., 2011 Pacific St., Stamford, Conn. 
Originators of Metered Mail. Largest makers of postage meters 
Offices in 59 principal cities in the United States and Canada 








—"OPEN THE DOOR, — 


RICHARD" to 


NEW MAIL ORDER 
MARKETS 


to bring you 
NEW MAIL ORDER 
CUSTOMERS in VOLUME . 
direct by mail 


Every day of the year the experi- 
enced and resourceful MOSELY 


LIST DEVELOPMENT 
DEPARTMENT 


is at work to enlarge your mail 
markets ... multiply your sources 
for NEW CUSTOMERS BY MAIL. 
| Put your Mail Order Problem up 

to the Organization which KNOWS 
MAIL ORDER VOLUME MARKETS! 





| Write Dept. R-3 








MOSELY SELECTIVE LIST SERVICE 





Mail Order 4 AA. Headquarters 
. | ap’ 


38 NEWBURY STREET 
BOSTON 16 


NEW Mail Order CUSTOMERS 
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SELL 8 
YOUR «10 
PRODUCTS $< 






Commercial - Industrial - Theatrical. 


Postcards 2c; 
board special 20x30 $2; 30x40 $3. 


Your 


blow-ups on heavy 


products pictured differenth, 


trom $4.50. 24-HOUR SERVICE. Free Sample Kit. 


168 W. 


HOWARD PHOTO a — Dept. R 
46th St., New York 19, BR-9-2490 


Serving Customers or to Coast 





SELL BY MAIL 








Let this successful mail order advertising 
agency show you how to sell your merchandise, 
books, courses, services, etc. 


The ARTWIL CO., Advertising 


24 West 48th Street @ New York 19, N. Y. 
MEdallion 3-0813 











essary to add many individual operations 
which were included in the overall pack- 
age “in the good old days.” 


It is also true that because of the high 
turnover and the greater lack of skill, 
where there is a tight fit in the envelope 
or slight irregularity, additional motions 
must be added to the payroll of the let- 
tershop. 


As a rule, the letter service plant owner 
is unable to pass on this particular addi- 
tional cost because he has quoted a defi- 
nite price in advance. 


Let :us consider another operation. 
Girls, who were hired to learn such skills 
as operating an addressograph machine, 
were started at $12 per week. Today, 
the novice averages $28 per week and 
the calibre of the new employee as a 
rule is not nearly as high as before the 
war. Experienced operators now earn 
$45; before the war, $22 was the standard 
rate of payment. This represents an 
increase of 105%. 


Due to a decrease in the hours per week 
by union decree, a girl today turns out 
less production than the pre-war model. 
Add in some extras such as vacations 
and paid holidays which did not exist 
six years ago, and you have a fair idea 
of what has happened to labor costs. 


Another important factor that leads to 
increase in cost to the customer, although 
not an actual increase in base price, re- 
sults from the serious labor shortage in 
the customer’s office. Today, we are per- 
forming functions in our plant in con- 
nection with addressing and mailing, such 
as name selections, list marking, breaking 
down into sub- divisions, etc., which have 
always been done by the Direct Mail 
users themselves. It would be patently 
unfair to compare the overall cost and 
include such additions as did not exist 
before the war with the totals of that 
period. 


Since our industry consists largely of 
hand workers and because of the great 
turnover apd necessity for part-time 
work, our expense of record keeping has 
increased tremendously as compared with 
1939-1941. 


Then there are the costs of messenger 
service for pick-up and delivery. Some 
years ago, we were able to obtain de- 
livery boys at the rate of $12 per week. 
Today, if we are lucky, we are glad to 
pay a minimum of $25 per week. And at 


HOTO-ENGRAVERS SINCE 


(460 W. 34TH ST., N.Y.C 





that, there is a considerable shortage of 
boys and in most cases we have to resort 
to older men, who are unable to get 
around with the speed these youngsters 
used, and as a result, it is necessary to 
use more men. 

No matter how close one is to the 
picture it is difhcult to see the other 
fellow’s side completely. Witness the 
statements by dramatic critic, Brooks 
Atkinson in the New York Times of 
March 16th. 


1) “The fundamental trouble with the 
theatre is economic. Tickets to the theatre 
cost two or three times too much because 
the costs of producing have become in- 
sanely high, and that, in turn, is largely 
due to the fact that real estate and the 
craft unions take too great a share of 
the income in proportion to the services 
they contribute. 


2) What the theatre needs is sharp 
and drastic deflation in the cost of theatre 
tickets and a sharp and drastic improve- 
ment in the quality of plays.” 


Sounds familiar, doesn’t it? 
What can we do about all this? 


The solution suggested by Lawrence G. 
Chait in your magazine should show 
immediate results in better quality and 
price. Mr. Chait points out the advantages 
of a well thought out mailing schedule 
which permits many economies and satis- 
factory service. 


Of course, a certain amount of rush 
work is inevitable but scheduling in ad- 
vance would eliminate one of the worst 
evils in the industry and make for much 
— Direct Mail all the way down the 
ine 


Certainly there are a few individuals 
in the industry who are not too familiar 
with up to date cost keeping and might 
inadvertently attempt to pass on all their 
costs without regard for possible short 
cuts, etc. But, the vast majority of the 
members of the Mail Advertising Service 
industry realize that if they want to re- 
main in business in the face of the strong 
competition which exists today, they have 
to remain on their toes. A few side 
swipes at the goose will not kill the 
creature. All the ingredients are present 
for the continuation of golden egg laying 
in spite of possible temporary setbacks. 


CHARLES S. MORRIS, Pres. 


Mail Adv. Service Assn. of N.Y. 
37 W. 43rd St., 


New York 18. 
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if, you want to CUT COSTS 
_ you can SHAVE on your 
printing, advertising 
and office forms 
if you 
dial DYAL for 


PRINTING 
OR chard 4-0623 


THE HOUSE OF DYAL 
Printing - Advertising 
30 Irving Place, New York 3, N.Y. 
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Before concluding this follow-up 
report, I’d like to reprint the closing 
suggestions made originally: 


1. The Users, through the Direct Mail 
Advertising Association, or their various 
advertising groups, should study all pos- 
sible methods of cutting corners without 
decreasing effectiveness. 


Some of the steps:—Better list control; 
more mechanized addressing; gang runs 
on standard supplies, such as stationery, 
invoices, order forms; planning ahead 
on purchasing; more handling of other- 
wise expensive mailing details in the 
users’ own establishments; substitution of 
more economical processes or methods; 
more concentration on personal or per- 
sonalized letters to the top customers, 
etc., etc. 


There are innumerable ways to effect 
economies. Concerning the kick from 
General Motors, for example, there is 
absolutely no excuse for not having your 
list zoned. Zoning is here to stay. It 
speeds the mails. Advertisers will just 
have to learn to work and cooperate more 
closely with the Post Office workers... 
as well as their producers and suppliers. 
Users, too, will have to train their own 
employees to have a better appreciation 
and knowledge of Direct Mail details. 


2. The Producers (printers and letter- 
shops) must appreciate the attitude and 
the problems of their customers. They 
must fight, through their associations and 
in their own plants, to stop the trend 
that may kill the golden egg laying goose. 


The producers may be jammed to the 
gills with work today .. . but next fall, 
next year, may be a different story. The 
smart producer will help his customers 
to cut the cloth to fit the budget. The 
smart producer will not oppose sane 
economies on the part of his customers. 
The producers, also, should endeavor to 
give their employees a better idea of 
what’s done with the stuff they produce. 
The old oomph seems to have gone out 
of many of the mechanical workers in 
the printing and lettershop business. Up- 
set minds, maybe. But there’s a job to 
be done ... and it can be done. The 
Producers must study the possibilities of 
eliminating waste in their own plants. 
They should not burden their customers 
with their wastes. Neither should they 
stuff their charges beyond their own 
increased costs. 


3. The Unions have a responsibility 
too. The leaders better study this report 

. and other reports of customer reac- 
tions which are easily available. It is 
granted that workers need a good living 
wage, but too often, the bickering over 
extraneous demands have lowered qual- 
ity, reduced work output and increased 
the don’t-give-a-damn attitude on the 
part of the workers. So I say to the 
Union leaders, in all kindness, that in 
addition to your wage increases .. . you 
should urge your members to study the 
business of which they are a part. Let 
them try to get the old feeling that they 
are not simply locking up a form or 
running a press or addressing envelopes 

. . they are helping to sell goods ... 
they are helping to keep secure the coun- 
try which has given them so much. 





“Dear Madam: Have you ever craved 
the joyous ‘lift? of a racation in God's 
great Out-of-Doors?” 


Are you reaching the 
right people, FOR YOU? 


For your next mail promotion, consider 
trying a carefully chosen list of the 
RIGHT people for you not just 
names, but folks known to be buyers 
of products or services similar to yours. 
We can locate such a list for you... 
among over 2,000 privately owned lists 
registered with us and being added to 
all the time. They’re available on a 
low-rate rental basis. Tell us what you’re 
selling and we'll make suggestions with- 
out obligation. 


D-R SPECIAL LIST BUREAU 


(DIVISION OF DICKIE-RAYMOND) 
80 Broad Street Boston 10, Mass. 














IEYE‘CATCHERS 








WHY DOESN’T SOMEBODY 
TELL HIM!!! 


We did snooks, but Mr. Advertiser, 
here is our story again! 


EYE CATCHERS is the only type of 
photographic service that provides 
such variety of human-interest, stills, 
scenery, animal photos! 

Luscious fruit and E.C. are synony- 
mous. Both appeal to the eye. YOU 
MUST CATCH THEIR EYE BEFORE 
YOU CAN MAKE THEM BUY! 
Appeals to the mind too, because E.C. 
photos practically do your thinking 
for you. Several eye-catching captions 
can be written around each photo. We 
do it every day. 

Appeals to your instincts because the 
cost is darned little. Write on your 
letterhead for sample proofs. 


EYE CATCHERS [2 & 38th Street 


So .. . the solution may be simple. 
All this hullabaloo may be good for 
Direct Mail. We need in Direct Mail 
a three-point training program on how 
to do things better. The three groups: 
(1) Buyers or Users of the Mail (2) 
Producers and (3) Labor (or employees) 
can and must learn how to make the 
advertising dollar do a better job. That’s 
the way to cut costs. 


Is there anything wrong about that 
program? If anyone thinks that this 
reporter (after 27 years in the one 
industry) is trying to harm any part 
of the Direct Mail business . . . well, 
it’s a funny world! 


MORE ABOUT COSTS 


Here’s another interesting, and pos- 
sibly helpful letter: 


This is in response, Henry 


to your request as to what my opinion 
was of the article, “How to Cut Rising 
Printing and Mailing Costs” which ap- 
peared in your report on Direct Mail 
Activities during the first month of 1947. 


First let me tell you that when I orig- 
inally read the article I felt it was very 
good and very much to the point. I 
thought so much of the article that I 
saved it as I wanted to be sure of the 
information it contained as well as have 
the letters of the readers of The Reporter 
of Direct Mail Advertising for a ready 
and constant reference. 


Since you questioned me about this arti- 
cle I have reread every last word of 
it and I am glad that I did. I ami still 
of the opinion that this article does a 
real job from beginning to end. 


It is my sincere opinion that there is 
a gold mine of information in the letters 
of the readers of The Reporter of Direct 
Mail Advertising. Not only are the peo- 


ple who have written these letters impor- 
tant in the Direct Mail world, but they 
are folks who have really made a science 
of Direct Mail advertising insofar as it 
is possible to do so. The letters the arti- 
cle contained are important reading be- 
cause they give really down to earth, 
brass tack facts that are in practical, 
every-day use. 


My feeling about the cost of Direct 
Mail, or any other form of advertising 
for that matter, is that it is not what 
the individual component parts of Direct 
Mail advertising costs, that matters, but 
what the total cost of Direct Mail, adver- 
tising is in comparison with the final 
results in terms of sales. In other words 
if paper costs more—if the various collat- 
eral services that go into the making of 
Direct Mail advertising do cost more, 
the cost itself is not the paramount thing 
in the final analysis. The Direct Mail 

’ piece or any advertisement is costly if it 
does not produce the final results no mat- 
ter how inexpensive the mailing piece 
or advertisement is. If it does not pro- 
duce sales in profitable volume it is just 
dead weight. On the other hand if your 
mailing piece or advertisement is expen- 
sive but produces results in _ profitable 
ratio, then the advertising is cheap. In 
a nutshell, if you get results at a profitable 
cost in terms of sales it does not matter 
what the cost is. 


It is true that the cost of the materials 
that go into Direct Mail and labor do 
cost more. All people who are producing 
Direct Mail materials have to take these 
costs into consideration. It is part of their 
cost of doing business, and they have to 
pass these costs on to the ultimate buyer. 


To offset rising costs Direct Mail pro- 
ducers, advertising consultants, advertis- 
ing agencies, must use ingenuity in plan- 
ning the Direct Mail advertising. Let’s 
substitute ideas that really work. Then 
the question of what it costs to get Direct 
Mail material out will disappear. 


Felix M. Wolsky, Pres. 
Martin Advertising Agency 
15 East 40th Street 

New York 16, N. Y. 
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A GOOD TRICK ae 


TWO BUTTONS and a STRING! 


A good trick and anyone can do it 
—one simple twist of the string 
around the lower button of the 
Tension Tie envelope and everything’s 
under control—locked in. The string 
will not pull out. Popular sizes car- 
ried in stock. Made in any paper. 


‘TENSION ENVELOPE CORP. 





New York 14, N.Y. St. Louls 3, Mo.* Minneapolis 1, Minn.* 
345 Hudson St. 23rd and Locust Sts. 129 North 2nd St. 


Des Moines 14, lowa* 
1912 Grand Ave. 


Kansas City 8, Mo.* 
19th and Campbell Sts. 


*Originally Berkowitz Envelope Co. 











=More Profits to YOU— 
from running YOUR ' 
ADDRESSOGRAPH | 
PLATES! 


Your Mailing Lists are on Address- 
ograph plates now, their cost is 
absorbed. You can run them off 
for very little. 

Chances are we can get you 


$8.00 PER THOUSAND 
EXTRA PROFITS! 


Multiply that times the thousands 
of names you may have on plates 
—it ain’t hay! 

Perhaps you can recapture part or 
all of your investment in Addresso- 
graph plates or equipment. De- 
pends on how big and good your 
lists are—and on Mass Mailer 
changing demand. Without obliga- 
tion write us now all about your 
lists on plates. We'll counsel you on 
the right rate to charge, etc. 


Dept. R-3 

MOSELY mae LIST SERVICE 
: 4g.h 

Nail Order PB a 3 wHeadquarterd 


38 NEWBURY STREET 
‘BOSTON 16 


MOSELY sends the CHECKS 


—17,000 so far and more to come! 
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Here is THE LIST 
you need NOW  e 


Again and again those who use our list tell 
us they get BETTER RESULTS. 


Luxury products, exclusive shops, financial 
and news services, book and magazine pub- 
lishers, money-raising campaigns .. . 


TEST IT NOW... 


34,000 Men and Women 
—the Cream of New England's 
Mail Responsive People 
Carefully selected, kept accurate by daily 


attention,—effectiveness is doubly assured 
by cooperative scheduling. 


Your empty envelopes addressed at $12.50 
per M and returned promptly. A test of 
2.000 will convince you they are 


The ideal target for 
your next mailing 


Order thru your Broker or direct 


PUBLICITY SERVICE BUREAU, INC. 


FOUNDED IN 19185 


219 FOREST STREET 
BABSON PARK 57, BOSTON, MASS. 
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A REPORTER MONTHLY FEATURE 


ONE ADVERTISING MAN 
TO ANOTHER 


A Critical Analysis of Advertising 
as Seen by George Kinter 


It’s no joke, son 


. and if you give a little thought 
to the following I clipped somewhere 
for the humor column of one of the 
house magazines I produce, I think 
you will agree with me: 


A story is told in Minnesota 
that an editor of a paper had to be 
carried home on a stretcher as the 
result of having received a kind 
word because of something he had 
printed. The shock simply un- 
nerved him. Just as he reached his 
home, someone gave him a blister- 
ing about another item he had 
printed. He got up and went back 
to work. 


After I read it several times I lost 
the smile it first gave me. There is 
really nothing funny about it. Any 
cditor who sincerely tries to be of 
public service gets few kind words, 
and most “‘do-gooders”’, as they are 
sometimes called, can do a better job 
under the lash of criticism than they 
could to the tune of praise. The 
velps from owners of toes they step 
on give them more satisfaction than 
would pats on the back from those 
who agree with them. 


The sad part of it is that such 
editors are too few. Of course, under 
our business setup there are few op- 
portunities for editors of that sort. 
The greatest demand is for the dip- 
lomatic type—the kind that keeps 
constantly in mind the side on which 
their bosses’ bread is buttered. 


Most publishers want editorial 
ghost writers—mouthpieces for their 
own ideas and policies. Should the 
editor express any of his own ideas 
that might be contrary to those of the 
publisher he serves, he becomes a 
“self-appointed critic’ and “self-ap- 
pointed critics” are sometimes not 
very well liked by those who butter 
the publisher’s bread. 


There are a lot of big advertisers 
who do not like “self-appointed 
critics” any more than a horse likes 
a burr under its saddle. They don’t 
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want their policies and_ practices 
criticized. “Chey know better what 
the public should have in the form 
of advertising than any little, two-by- 
twice critic, whether he is an editor, 
writer or vocalizer. 


The fact is, these critics who are 
self-appointed are really getting into 
the hair of advertisers who know 
what the public should have, par- 
ticularly in the case of radio pro- 
grams and commercials. 


In speaking to the Radio Executive 
Club of New York recently, Robert 
F. Elder, vice president in charge of 
consumer research for Lever Bros., 
a radio sponsor whose policies and 
practices are typical of those most 
criticized by “self-appointed critics,” 
complained : 


“We advertisers and you broadcasters 
are the butts of a pretty consistent cam- 
paign to sell the public the idea that 
radio is trivial and inane; that it fails 
to give the public what it ought to have; 
that, in fact, the public birthright has 
been sold for a mess of pottage. If those 
allegations are right, even in part, we 
certainly ought to do something about 
it; always bearing in mind that our job 
is to serve the whole public and not just 
a vocal group which claims the right to 
impose its own ideas and tastes on the 
public. And, if those allegations are 
wrong, then we ought to start making 
some noises of our own. But, until we 
know what the public thinks about the 
whole thing, how can we go about fixing 
whatever may be wrong or do anything 
to defend our position beyond assuming 
a stuffy air of righteousness? As trustees 
of the public air, isn’t the burden of proof 
properly upon us?” 


Mr. Elder hoped the “‘hope that the 
broadcasting industry will wake up 
to the need for a comprehensive, pains- 
taking, absolutely unbiased continu- 
ing study of public relations.” He 
is convinced that such a study “would 
produce the evidence to confound 
self-appointed critics.”’ 


In the opinion of this “self-ap- 
pointed critic,’ Mr. Elder’s connec- 
tions and his brave words do not 
make sense and they will probably 
send back to work any of our clan 
who may have been stretcher cases. 


They will doubtless pick many flaws 
in Mr. Elder’s reasoning. ‘They may 
point out that the “self-appointed 
critics’ are not selling the public on 
the idea that much of radio is trivial 
and inane, but that the complaints 
from that part of the public with 
which they come in direct contact, 
has sold them on the fact. 


They may ask Mr. Elder if radio 
sponsors are exempt when it comes 
to imposing ideas and tastes on the 
public and if his company is fulfilling 
its job in serving the whole public 
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¢ Wheel your address plates 
where you want them the easy, 
cost-saving way with an ALL 
PURPOSE Tray Truck. 


* 42 Model B drawers—7500 piates 
(4 or 6 line plates) 


* Hard rubber wheels—ball 
bearing swivels. 


* Open frant—totally enclosed 
back and sides. 


* 4” guard rail around top. 


* Standard olive green baked 
enamel finish. 


* 32” wide x 36” high x 22” deep. 


875 00 f.o.b. Rochester 


shipping weight 176 Ibs. 
DEALERS’ INQUIRIES INVITED 


ALL-PURPOSE 
METAL EQUIPMENT CORP. 


258 Mill Street ¢ Rochester 4, New York 
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FLY FISHING or 
SALES HUNTING? 


IF you want the addresses of 300 
fly fishing enthusiasts in the Great 
Lakes region—or 10,000,000 
former service men across the 
country, DUNHILL List Co. will 
COMPILE the names for you, or 
supply them from one of the most 
complete libraries of selective 
lists in existence. 


@ Foreign Lists 

® National Lists 

®@ Neighborhood Lists 
®@ Industrial Lists 

® Banking & Finance 
® Professional Lists 

@ Housewives 

® Known Donors 

@ Merchants 

® Teachers & Students 
® Religious Lists 

® Associations & Clubs 
@ Ex-Service Men 

@ Anything 










REMEMBER you haven't BEGUN 
to open up your list possibilities 
until you've talked to DUNHILL! 
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DUNHILL LIST CO.. INC. 


S565 FIFTH AVENUE 
NEW YORK 17, N. Y 
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THE REPORTER is packed every month 
with ideas and suggestions that can be 
adapted to any business. 

If you are not a regular reader ... get 
on the subscription list and let the ideas 
passed along in each month’s issue go to 
work for you. 

Facts, ideas, new developments are 
highlighted in brief, easy-to-read reports. 
If you use the mails for influencing 
people . .. it will pay you to keep up 
to date by reading The Reporter regu- 


larly. 
Rate: 1 year, $3.00 2 years, $5.00 


THE REPORTER 


17 East 42nd Street, New York 17, N. Y. 









when it sponsors listenable programs 
and have them broken into by annoy- 
ing and irritating senseless songs and 
sound effects that jar the sensibilities 
of sane people. 


It is possible that they will remind 
Mr. Elder that they have not been 
telling advertisers what the public 
ought to have, but merely what the 
intelligent part of the public doesn’t 
like. ‘They may also remind him of 
the title he carries and suggest that 
he do a bit of researching of con- 
sumers whose thinking is beyond that 
of youngsters just learning nursery 
rhymes and Mother Goose stories. 


There is the possibility that they 
will egg him on to keep after the 
advertisers and broadcasters fo start 
an unbiased and continuing study of 
public reactions to present radio 
policies and practices of advertisers 
and broadcasters. 


But if the “egging’’ proves suc- 
cessful and the advertisers and broad- 
casters really make an unbiased study 
of public reactions and allow those 
reactions to shape their policies and 
practices, this “self-appointed critic” 
and a lot of others will be stretchered 
home for keeps—not because of kind 
words or of being “‘confounded,” but 
because there will be no work to go 
back to. 





And now for a few comments, as 
space will allow: 


Repeat advertising has been found 
effective by J. Walter ‘Thompson 
Company. Advertisements repeated 
as many as six times, the company 
reports, have retained reading in- 
terest. This, we are willing to believe 
if the advertisements are printed in 
weekly or monthly publications, but 
we don’t believe it holds true in the 
case of advertising blurbs that are 
repeated a half dozen or more times 
during a 30-minute radio program. 
The effect such repetition has to 
nerves of the listeners and the re- 


sponse is usually: “Shut that damn 
thing off.” 





Reports Tide: The heads of about 
five of the top advertising agencies 
have formed a committee to explore 
what might be done to offset what 
they consider the rising criticism of 
advertising resulting from the novels 
and other recent poppycock on the 
business. In our opinion, we believe 





it would be better to explore what 
might be done to prevent the rising 
criticism that is causing the writing 
of novels belittling the business. 





Smart people, these radio “‘enter- 
tainers” (?). We learn from Tide 
that the plugs for Lime Cola Bing 
Crosby gets in on Philco program are 
not for fun but to boost the stock of 
the company that makes it and in 
which he and Bob Hope are heavy 
investors. It won’t be long now until 
radio programs will be made up en- 
tirely of plugs. ‘Time allotted will 
not allow for the sponsor’s com- 
mercials, plugs for his product by 
the “entertainers” (?), plugs for 
Hollywood productions, plugs for the 
products of sponsors of guest “‘stars”’ 
(?), plugs for the movies the “enter- 
tainers” (?) appear in and plugs for 
the companies in which they have 
invested. 


(?) denotes writer’s indecision as to 
the proper use of the words in quotes. 





Figuratively, the public is the goat 
but the Bell ‘Telephone Company 
literally pictures it as such. On cur- 
rent car cards it asks: “Why Leap 
All Over Town?” and _ suggests: 
“Find Where to Buy It in the Yellow 
Section of the Telephone Book.” It 
is illustrated with the picture of a 
goat—a very mangy looking one— 
nosing an open telephone book. Such 
advertising might be expected from 
the type of advertisers who are filling 
the air waves with insults to public 
intelligence, but coming from a com- 
pany whose advertising has always 
been of high calibre, it produces a 


bit of a shock. 


That’s all from this “‘self-appointed 
critic’ for this month. 


Yours for eliminating the “sing” 
from adverti—‘‘sing.”’ 


George Kinter. 
e 


How It Feels to Have a 
Granddaughter . . . W-o-n-d-e-r-f-u-l 


H.H. 


Wendy Jean Hoke was born at 5:00 P.M. Sat- 

urday, March 22nd, at Hahnemann Hospital, 
Philadelphia, Pennsylvania — the first off- 
spring of Mr. and Mrs. Henry (Pete) Hoke, Jr. 
All concerned getting along as well as could 
be expected .. . considering that girls are 
somewhat of @ rarity in the Hoke family. 


THE REPORTER 





Dear Mailer: 


Would you like to duplicate the ex- 
perience of the mailer who wrote: 


Dear Walter: 


There are 15,000 envelopes on the way 
to Charles Hoffman. I thought you 
would like to know so that you can 
give him the proper instructions. 
Ask Mr. Hoffman to continue with 
stockholders where he left off on the 
first 10,000. Our returns from the first 
bunch ran from 5.7 to 7.0%. 


Which Client? 


WAS IT — Harper & Bros., Look, 
World Sunday School Association, D. 
Van Nostrand & Co., Market Direc- 
tions, Shirt Headquarters, United 
Nations World, Alexander Hamilton 
Institute, or Metro Publications? 


Submit your data. State the problem. 
We will make definite recommendations. 


WALTER DREY 


LIST BROKER 
34 East 40th St. © New York 16, N. Y. 
Murray Hill 3-0642 


international List Bureau 


45 Astor Place e New York 3, N. Y. 
GRamercy 3-0730 


No. 5 of a Series 


—Another MOSELY — 
EXCLUSIVE 

Post-War LIST RENTAL 
VALUE at a PRE-WAR RATE! 


Before the war — During the war— 
Since the war — THIS MOSELY 
LIST RENTAL ADDRESSING RATE 
NEVER CHANGED .. . 


ONLY $12.50 per THOUSAND 

(incl. ADDRESSING) to reach 

JIM FORD’S 25,000 HEADS OF 

MEN’S SERVICE 

CLUBS WHO BUY BY MAIL 
M-1425 


It’s a real producer! Exceptional 
record .. . A-l personalized serv- 
ice .. . fair cross section tests. 

















JIM FORD, New Jersey, the owner 
writes: 





CLASSIFIED ADS 


Rates, $1.00 a line — minimum space, 3 
lines. Help and Situation Wanted Ads— 
50c per line—minimum space 4 lines. 








CIRCULATION PROMOTION 
MANAGER 


DIRECT MAIL order copywriter, to in- 
crease circulation of several important busi- 
ness services. Preferably experienced in 
promoting circulation of business services, 
trade periodicals, or similar publications. 


Write Box R 878, 113 W. 42nd St., N. Y. 








COPYFITTING SLIDE RULE 





IF YOU WORK with Copy or Type, you 
need the new LAWRENCE COPY- 
FITTER. It handles ALL copyfitting with 
speed and accuracy. Simply set Copyfitter, 
read the answer. It really IS that easy. 
Only $1.50 postpaid (2 for $2.50). Order 
now and get FREE characters-per-pica 
list of types. Money back if not completely 
satisfied. O. N. Taylor, 1608 Oakridge, 
Dayton 7, Ohio. 





EQUIPMENT 





MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments — Sold, 
Bought, Traded-In and Repaired. Write us 
your requirements. Chicago Ink Ribbon 
Co., 19 S. Wells St., Chicago, Ill. 





INKED RIBBONS 


RIBBONS FOR THE MULTIGRAPH, 
Typewriter, Dupligraph and other office 
machines, both new and_ re-processed. 
Write for our prices and free trial offer 
on re-processing. Robert C. Lewis Co., 


1347 Alice St., Milwaukee 13, Wisconsin. 








HELP WANTED 





LAYOUT MAN for Catholic organization. 
References and past history required. Box 
22, The Reporter, 17 E. 42nd St., New 
York 17, N. Y. 





HELP WANTED 





ESTABLISHED NEW YORK CITY Mail 
Agency has openings for several men to 
train for its executive staff. Weekly pay- 
ment and liberal participation in profits. 
Must be willing to get hands dirty and 
run errands, or anything else on occasion. 
Any experience on office machines, adver- 
tising, publishing, accounting, or sales 
may be helpful. Apply in own handwrit- 
ing, please. Box No. 121, The Reporter, 
17 E. 42nd St., New York 17, N. Y. 





MULTIGRAPHING SUPPLIES 





RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the re-manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, Ill. 





POSITION WANTED 





AGGRESSIVE and creative young man de- 
sires situation in advertising which offers 
advancement commensurate with ability. 
Not afraid of hard work. Four years selling, 
five years office and one year advertising ex- 
perience with some college training in ad- 
vertising. Prefer position with direct mail 
concern. Familiar with all phases of direct 
mail and the graphic arts industry. Best of 
references. Write Box 31, The Reporter, 
17 E. 42nd St., New York 17, N. Y. 





QUALITY Letters from NEW Stencil 





“Plastic-coated” PROCEL stencils make 
copies so Stygian Black they seem to be al- 
most printed. PROCEL works with any 
ink, gives maximum legibility, minimum 
cut outs and type clogging. Let PROCEL 
improve your letters! Write to Remington 
Rand, Duplicator Supplies Division, Bridge- 
port 1, Conn., for free information. 





WANTED TO BUY 





USED STOCK CUTS if in good condition 
and cheap. Subjects to be selected. Send 
proofs, price. Box 32, The Reporter, 17 E. 
42nd St., New York 17, N. Y. 








Visible Record 


25 Card-Sheets Show FACTS on 500 Cards 





moons 345 


Complete 

















be Ry = Anne perme + nl on Kasy Use Handifax Cards only. Join together. Cost 

a —, en List Owner Quick File sheets of Cards on edge like paper in Sales 

a. Flexible | correspondence folders. Stock 

Write for descriptive card to Durable Visible Facts Inspire Profitable Acts. Ruled 

Dept. R-3 Portable “= _ = — arg how —s Credit 

—Color Signaling—Visible Tabulation o Payroll 

Mos ELY. SELECTIVE LIST SERVICE eeu vital itumeinm Ten years national use. Plan 


500 Cards one side Blank, one side Ruled 
Convenient ¢ . 4 in., $3.45; 8 x 4 in., $4.40; 10 x 4 in., pac cna 
ee ee Time $5.30. Order now. Send no money. Satis- “°™*eco" 


“~~ faction guaranteed. 
Write for Catalog 


Handifax ROSS - GOULD : CO. St. Louis 


357 N. Tenth St. (1) 
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Clall Order LAN 
vai’ 
38 NEWBURY STREET 
BOSTON 16 
NEW Mail Order CUSTOMERS 


- in VOLUME ... direct by mail 
at reasonable cost 








Sheets of Cards 
for Any Record 





























PUTTING THEIR SHOULDERS TO THE WHEEL 


Woodsmen, millmen, salesmen, distribu- | quality standards of our products. Interna- 
tors—International’s entire organization is tional Paper Company, 220 East 42nd St., 
putting every effort into meeting current | New York 17, New York. 

paper requirements. 


wr , 8 esas oe = — a it 
In spite of scarcities of raw materials the " INTERN ATION AL Ph, 
record shows a truly remarkable job being u | : 


done. And all those serving you will con- 


tinue their efforts to keep abreast of ever- 


increasing demand — while upholding the 








